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This paper is a conceptual paper on outsourcing otherwise known as 
subcontracting is the strategic use of resources outside the company to perform 
tasks that are usually handled internally by the company itself. In today’s 
competitive world, successful outsourcing is a powerful tool for companies to 
generate value and gain competitive edge over rivals. Companies can focus on 
their core competencies and rely on their outsourcing partners for non-critical 
processes and operations. The formed strategic alliance can normally create 
synergy amongst companies that can lead to short and long term benefits. Some 
benefits are monetary and some are non-monetary. One factor of successful 
outsourcing is having a smooth supplier-manufacturer relationship. The positive 
impacts of outsourcing towards business performance & organization performance 
which both are representing monetary benefits had been studied extensively but 
evident in many academic literatures and texts, empirical findings particularly in 
countries like Malaysia are scarce especially outsourcing in non monetary benefits 
Kong (2005). This paper attempts to examine the effectiveness of successful 
outsourcing on the aspects of supplier-manufacturer relationship and in addition to 
recognizing the contribution of lean approach as a management strategy to 
substantiate outsourcing success. 
 




It must be highlighted that the effectiveness of outsourcing is measured using perceived 
measures which is non monetary as described by Elmuti (2003). So far Kong (2005) has used 
Elmuti’s Outsourcing Success Model to establish relationship on Customer Service 
Management where the study has been conducted on 1000 companies across Malaysia.  
 
The antecedent of relational exchange theory will also be applied to support the theoretical 
framework and shall also be tested. The antecedent of relational exchange shall include the role 
of trust and dependence which will add more synergy to the independent variables impact to the 
creation variables. On the other hand, a dependent variable can be expanded by introducing 
monetary benefit such as firm performance theory that will include elements of profit, ROI, 
sales per employee and stock value as an addition to the outsourcing success which is non 
monetary benefit. This will likely provide more meaningful results where the bottom line for 
any firms’ survival is always about financial stability. On top of that the appearance of monetary 
benefits is expected to reduce bias. 
 
The supplier manufacturer relationship has been used widely to assess organization performance 
therefore the same variable should be applied and tested to the outsourcing success which is 
now the gap to be studied in this research. To make it interesting a lean approach in perspective 
of supply chain management (Cox, 1999) to be introduce as a moderator in order to observe if 






Most organization study relies so much on monetary element such as profit and ROI to assess 
the organization or firm performance. ROI is not directly understood by the non finance 
respondent unless the respondent involved in finance work. ROI also depends on how an 
organization restructured their CAPEX payment therefore in certain situation ROI does not 
reflect the true perception of the respondent. This is one of weaknesses of organization 
performance theory. Elmuti (2003) has introduced non monetary model to assess outsourcing 
performance which is more relevant to non financial respondents.  The problem statement can 
be summarized as follows: 
• How does the Supplier-Manufactures Relationships influence the success of outsourcing? 
• How does Lean influence the strength of the above relationship? 
 
Research Objectives 
The objective is to study the relationship of Supplier-Manufacturer Relationship towards 
outsourcing success and the impact of Supplier Management Strategy (The Lean Approach) as a 
moderator to substantiate the success of outsourcing. In a perspective of a supplier that received 
a product transfer from the principal through outsourcing event. Therefore 3 main objectives for 
this study have been established: 
• To observe whether there exist significant Supplier-Manufacturer Relationship with the 
Outsourcing Success. 
• To observe the antecedent factors of Supplier-Manufacturer Relationship with the 
Outsourcing Success. 
• To study the impact of Lean Approach Supplier Management Strategy as a moderator on 
the relationship between Supplier-Manufacturer Relationship with Outsourcing Success. 
 
Research Questions 
There are two research questions concerning here:- 
• In an organization, can the Supplier-Manufacturer Relationships be a factor to the success 
of an outsourcing? 
• Can the antecedent of Supplier-Manufacturer Relationships support the success of an 
outsourcing? 
• Can a Lean Approach Supplier Management Strategy adopted by an organization 







The significant level of outsourcing programs used across all business sectors is well 
documented in the literature Dun & Bradstreet, 2000; Klaas, McClendon & Gainey, 2001; 
Quinn, 2000). Past research has progressed along several paths. First, some researchers have 
focused on motivations and reasons for outsourcing activities (Barthelemy & Dominique, 
(2004); Conner & Prahalad, 1996; Frayer, Scannell & Thomas, 2000; Grant 1996; Greer et al., 
1999; Mullin, 1996; Sinderman, 1995). According to this perspective, the global imperative for 
outsourcing accelerates as firms evolve from sellers of products and services abroad to setting 
up operations in foreign countries and staffing those operations with host countries or third party 
nationals (Greer et al., 1999). Most corporations believe that in order to compete globally, they 
have to look at efficiency and cost containment rather than relying strictly on revenue increases 
(Conner & Prahalad, 1996). As companies seek to enhance their competitive positions in an 
increasingly global marketplace, they are discovering that they can cut costs and maintain 
quality by relying more on outside service providers for activities viewed as supplementary to 
their core businesses (Grant, 1996; Mullin, 1996; Ravichandran & Lertwongsatien, 2005). 
 
Other researchers have identified several outsourcing issues, trends and strategies that 
companies take in establishing and effectively managing their outsourcing activities (Carney, 
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1997; Cullen & Willcocks (2003); Sinderman, 1995). The trend is for outsourcing relationships 
to function more as partnerships. Outsourcing providers are taking increasing responsibility in 
realms that have traditionally remained in-house, such as corporate strategy, information 
management, business investment, and internal quality initiatives (Carney, 1997; Sinderman, 
1995).  
 
On the other hand some researchers argue that there could be negative long-term consequences 
of outsourcing resulting from a company's dependence on independent suppliers and eroding its 
core competencies (Kotabe, 1998; Hoecht & Trott, 2006). Such reliance on outsourcing may 
make it inherently difficult for the company to sustain its long-term competitive advantages 
without engaging in the developmental activities of the constantly evolving design and 
engineering technologies (Kotabe, 1998). Other researchers have examined the outcomes of 
technology-sourcing partnerships from the sourcing firms' point of view (Mowery, Oxley & 
Silverman, 1996; Steensma & Corley, 2000) found that, in general, equity-based alliances were 
more effective than contract-based outsourcing. Steensma and Corley (2000) suggest that the 
outcomes from technology partnerships for sourcing firms depend on the interaction between 
technology attributes and the interdependence between source and sourcing firms. 
 
Other researchers have focused on outsourcing strategy effectiveness and its impact on 
organizational characteristics (Frayer et al., 2000; Klaas, McGlendon & Gainey, 2001). Frayer 
et al. (2000) suggest that in order for an outsourcing strategy to work effectively, companies 
must proactively manage their outsourcing strategies by establishing top management 
commitment, global sourcing structures and processes, and global sourcing business 
capabilities. In addition, they suggest that companies that have not raised their sourcing 
approach to global, strategic level may already be behind in terms of quality, cost, delivery, 
technology, performance, and customer service. Klaas et al. (2001), suggest that the influence of 
organizational characteristics was highly contingent, suggesting that organizational 
characteristics have different effects on various types of outsourcing activities outsourced. As 
such, it appears that many factors such as pay level, promotional opportunities and demand 
uncertainty should be considered when deciding to outsource functions or activities. 
 
Other researchers have focused on outsourcing performance measures (Carney, 1997; Goldstein, 
1999; Kotabe, Murray & Javalagi, 1998; Malhorta, 1997). For example Kotabe et al. (1998) 
identifies three types of performance measures as necessary components in any outsourcing 
performance measurement system: strategic measures; financial measures; and quality 
measures. Other studies use additional dimensions of market performance such as costs savings, 
cycle time, customer satisfaction, and productivity to measure the effectiveness of outsourcing 
strategy (Carney, 1997; Goldstein, 1999; Malhorta, 1997). 
 
From a different perspective, obstacles such as poor choices of sourcing partners, inadequate 
planning and training/skills needed to manage outsourcing activities and poor organizational 
communication have also been identified as impacting the success of outsourcing projects 
(Foster, 1999; Guterl, 1996; Laabs, 1998; Lau & Hurley, 1997). 
 
Outsourcing is essential to companies. Successful companies share the same success factors; 
they have clear understanding of their core-activities (Barthelemy, 2003); have done adequate 
research and planning; and most importantly have developed clear objectives, goals and 
expectations of outsourcing activities (Elmuti, 2003). Another important ingredient for success 
is a good partner. Essentially in outsourcing agreements, the relationship between the companies 
and their partners are based on trust and contracts. So it is essential that the right partners are 
selected based on criteria like credibility, expertise, and reliability (Click & Duening, 2005; 
Elmuti, 2003 ;). This will eventually lead to closer ties and relationships (Barthelemy, 2003). It 
is also important to get the right people involved in managing outsourcing efforts (Elmuti, 




Two of the most serious problems a company can face when outsourcing are resistance from its 
employees and its effect on theirs morale (Belcourt, 2006). To make outsourcing work, there 
has to be effective and well coordinated communication among cross-functional areas, support, 
commitment, and involvement from the top management (Elmuti, 2003). Employees must be 
treated appropriately by providing adequate support and reasonable remuneration deals 
(Barthelemy, 2003). At the same time the management needs to keep high morale and 
performance among remaining employees (Barthelemy, 2003). Other factors affecting 
outsourcing in successful organizations are emphasis on short- and long-term benefits, adequate 
and objective performance criteria, feedback and control mechanism, effective use of 
performance incentives and penalties, and flexibility in anticipating change (Elmuti, 2003). 
 
Table I depicts the sources where the variables manifesting successful outsourcing were found. 
Although the variables were derived by Elmuti (2003), Khong (2005) believes that these 
variables can succinctly describe the key success factors of successful outsourcing. 
Table I:  The sources deriving the variables of successful outsourcing
Variables manifesting successful outsourcing Sources
A1 Clear objectives and expectations of outsourcing activities Elmuti (2003); Corbett (1999)
A2 Choice of right outsourcing partners Elmuti (2003)
A3 Adequate skills to negotiate a sound contract Elmuti (2003); Sinderman (1995)
A4 Adequate planning during all various phases of outsourcing Elmuti (2003); Guterl (1999)
A5 Effective organisational communication Elmuti (2003)
A6 Well coordinated effort among cross-functional areas Elmuti (2003)
A7 High and effective support and involvement by top management Elmuti (2003); Foster (1999); Jones (1997)
A8 Effective use of performance incentives and penalties  Elmuti (2003); Foster (1999); Jones (1997)
A9 Getting the right people involved Elmuti (2003)
A10 Adequate supporting infrastructures  Elmuti (2003)
A11 High morale and performance of the remaining employees  Elmuti (2003)
A12 Emphasis on short- and long-term benefits Elmuti (2003)
A13 Adequate and objective performance criteria and feedback Elmuti (2003); Ramarapu et al. (1997)
A14 Flexibility in anticipating change  Elmuti (2003)
Source Elmuti (2003) & Khong (2005)
 
 
Elmuti (2003) also suggested one of a measurable and objectively outcome such as financial 
performance to measure the success outsourcing strategy where this is in line by several authors 
(Quinn, 1999) as the primary goals of outsourcing efforts. 
 
Supplier-Manufacturer Relationships: - The relational–oriented exchange model 
The traditional model of confrontation between buyer and seller which relied on arm’s-length 
exchanges and on market competition (Humphreys et al., 2001) has now been replaced by a new 
philosophy advocating the establishment of close and long-term relationships based on high 
levels of cooperation and joint action for the attainment of mutual benefits and satisfaction 
(Han, Lee, & Seo, 2008). This concept of closeness in commercial relationships has also been 
applied to supplier-manufacturer relationships. New management practices have emerged based 
on maintaining strategic relationships with a limited number of suppliers and the planning of 
conjoint objectives as a means of securing competitive advantage. Great advances have been 
made in this area in recent years and marketing researchers have provided new insights into 
relational-oriented exchanges: determinant factors (Heide & John, 1990; Heide & Stump, 1995; 
Kumar et al., 1995; Joshi & Stump, 1999; dimensions (Dwyer et al., 1987) and performance 
outcomes (Noordewier et al., 1990). 
 
In business markets the term “relational-oriented exchanges” is used to denote durable 
relationships governed primarily by relational norms and ethical principles as a means of control 
and coordination. The main difference with respect to other types of relationships, such as 
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vertical integration, power hegemony or a market relationship is the co-existence of explicit or 
tacit continuity agreements, cooperative norms and action procedures. In order to achieve the 
flexibility required in complex exchanges characterized by unforeseen circumstances, relational 
exchange provides high levels of cooperation, joint planning, and mutual adaptation to the 
partner’s needs (Lambe et al.,2000). 
 
The concept of relational exchange is essentially derived from relational contracting theory 
(Macneil, 1980) which describes relationships in terms of principles and norms (solidarity, 
mutuality, integrity of functions, flexibility, etc.) which govern the behaviour of two parties. 
However, Stern and Reve (1980) and Fichman and Goodman (1996), prefer to define these 
relationships by separating the two basic macro-dimensions of any long-term bilateral 
relationship between buyer and seller: structure and process  
 
The “structural dimension” refers to the respective positions of the members within the 
relationship (the distribution of functions) and temporal orientation (Fichman & Goodman, 
1996). Following Dwyer et al. (1987) and Ganesan (1994) it can be said that the more important 
characteristic of a close buyer-seller relationship is its projection through time and the desire for 
continuity in the long-term. Its principal feature is not the duration stipulated in the contract 
currently in force, but rather its anticipated prolongation to future periods. 
 
The “processal dimension” reflects the dynamic aspects of the exchange: actions and behaviour 
within the relationship. In a close, long-term relationship process can be recognized by the 
degree of joint action, the tendency to closeness, co-operation and the coordination of activities. 
Thus relational process can be measured by the degree of cooperation between the members and 
the level of communication (Andaleeb, 1995; Anderson & Narus, 1984, 1990; Morgan & Hunt, 
1994). 
 
Antecedents of a relational-oriented exchange 
In studying the variables which determine the relational orientation of an exchange, Oliver 
(1990) identifies six critical motivations, or underlying causes, which lead to the development 
of inter-organizational relationships. Oliver states that an inter-organizational relationship could 
be established: 
• Because a law or regulation requires firms to purchase certain goods and services 
(necessity); 
• Because the firm may enhance its reputation (legitimacy); 
• Because firms seek links to exercise power or control over another organization or its 
resources (asymmetry); 
• Because firms want to manage environmental uncertainty (stability); 
• Because firms have the objective of pursuing common goals or interests (reciprocity) ;or 
• Because a firm can obtain lower costs and higher benefits (efficiency). 
 
Although each of the above-mentioned determinants may be a separate and sufficient cause of 
relationship formation in itself, the decision to initiate a relationship with another organization is 
commonly based on multiple contingencies. Thus, Izquierdo and Cillan (2004) suggest that 
close and relational-oriented exchanges are mainly based on the interaction of efficiency, 
stability and reciprocity motivations. For the purposes of improving efficiency and obtaining 
stability, an organization may attempt to secure a stable relationship with another. Moreover, if 
the organization anticipates that greater internal efficiency will result from the relationship, its 
desire to pursue mutually beneficial goals and interests may increase. 
 
Although these general motivations provide a theoretical basis for explaining relationship-
formation, Oliver (1990) notes that these determinants have to be linked to the internal and 
external conditions which facilitate or impede the establishment of relationships. These 
conditions are the antecedents or determinant factors which allow a relationship to take place. In 
order to explain relational-oriented exchanges, (Izquierdo & Cillan, 2004) group these 
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antecedent factors into two categories: economic factors, linked to efficiency and stability 
motivations; and social factors, linked to motivations of reciprocity. 
 
Efficiency and stability motivations: economic factors.  
Efficiency and stability motivations refer to the desire to ameliorate economic outcomes and to 
adapt the firm to environmental uncertainty. Yet when do firms look for efficiency and stability 
through relational exchanges? Essentially, when they are depend on each other. Dependence is 
defined as a firm’s need to maintain the relationship in order to achieve desired goals (Frazier, 
1983). Resource dependence theory and transaction cost analysis theory point to dependence as 
a determinant factor of the form of governance (Holcomb & Hitt, 2007; Pfeffer & Salancik, 
1978; Williamson, 1985). The resource dependence theory states that inter-organizational 
relationships are structured by means of formal and informal bonds in order to control 
dependence (Pfeffer & Salancik, 1978). Transaction cost analysis sees economic exchange as a 
question of designing efficient relationships and mechanisms of adaptation to regulate that 
exchange. The choice of a hybrid structure as relational-oriented exchange derives from the 
investment in specific assets, the environment uncertainty and the transactions frequency. These 
conditions are sources of dependence making it practically impossible to replace the other party 
(Williamson, 1985, 1993).  
 
Izquierdo and Cillan (2004) suggest that relational-oriented exchanges are a consequence of the 
degree of interdependence, that is, the mutual dependence between firms. In order to reflect 
variable interdependence, two inherent concepts have been identified: magnitude and 
asymmetry (Buchanan, 1992; Gundlach & Cadotte, 1994; Kumar et al., 1995). Interdependence 
magnitude is defined as the sum of the dependence in an exchange and dependence asymmetry 
as the comparative level of dependence. It has been demonstrated that high magnitude 
interdependence influences the establishment of relational structures and processes because a 
close relationship fosters the use of non-coercive force, reduces conflict, foments stability and 
promotes durability. However, this positive effect of the magnitude of the interdependence, is 
moderated (enhanced or diminished) by the asymmetry. 
 
Asymmetry has a two-fold effect. If there is a balanced dependence, both parties have incentives 
to invest in the relationship (the pursuit of mutual benefits) and opportunistic behaviour is 
unlikely (Buchanan, 1992; Bucklin & Sengupta, 1993; Heide, 1994). On the other hand, if the 
levels of dependence are unbalanced, the less dependent party will not have any incentive to 
share its resources with the other in a close and long-term relationship as the benefit is both 
insignificant and replaceable (Ganesan, 1994; Geyskens et al., 1996). Even where the more 
dependent party was interested in sustaining a relationship oriented towards the long-term, the 
less dependent party’s lack of interest in investing in joint actions and the fear of opportunistic 
behaviour (probably with the aim of securing greater control) discourages the more dependent 
party away from seeking a relational orientation. 
 
Reciprocity motivations: social factors.  
When Oliver (1990) mentions reciprocity as a motivation for developing relationships, she 
refers to the objective of obtaining mutual benefits by means of cooperation, collaboration and 
coordination. What are the conditions or factors which induce firms to establish relational-
oriented exchanges in order to obtain satisfactory results for both parties? In this case “social 
conditions” are needed, by which we mean affective links between the parties. Thus, in 
accordance with relationship marketing, trust is the key social variable in explaining inter-firm 
cooperation and long-term relationships (Morgan & Hunt (1994); Goo & Huang, 2008). Taking 
a social perspective, Morgan and Hunt (1994) put forward the trust-commitment theory to 
explain how trust and commitment favour the success of relational exchange. These conditions: 
• Encourage the parties to co-operate in order to take advantage of the investments made in 
the relationship; 
• Lead the parties to reject short-term alternatives in favour of long-term benefits; and 
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• Allow them to undertake high-risk manoeuvres because they rely on the non-opportunistic 
behaviour of the other party. 
 
Trust has been defined as the willingness to rely on an exchange partner in whom one has 
confidence (Dwyer et al., 1987). Trust acts as a substitute for hierarchical control (Rindfleisch 
& Heide, 1997) and allows the development of flexible structures (Zaheer & Venkatraman, 
1995) in as far as it removes the fear of opportunistic behaviour. It also increases satisfaction 
with the relationship (Anderson & Weitz, 1989; Mohr & Spekman, 1994), enhances continuity 
expectations (Ganesan, 1994), and foments cooperation, coordination, collaboration and 
communication (Joshi & Stump, 1999; Smith & Barclay, 1997). 
 
Lean Approach Supplier Management Strategy 
Supply chain management (SCM) is a technique that is linked to the adoption of the lean 
production system (Cox, 1999). For many organizations, developing the lean production system 
is a key element is their SCM practice. There appear to be 8 characteristics of the lean approach: 
• Strive for perfection in delivering value to customers. 
• Only produce what is pulled from the customer just-in-time and concentrate only on those 
actions that create value flow. 
• Focus on the elimination of waste in all operational processes, internally and externally, that 
arise from overproduction, waiting, transportation, inappropriate processing, defects and 
unnecessary inventory and motion. 
• Recognize that all participants in the supply chain are stakeholders and that we must add 
value for everyone in the business. 
• Develop close, collaborative, reciprocal and trusting (win-win), rather than arms- length and 
adversarial (win-lose), relationships with suppliers. 
• Work with suppliers to create a lean and demand-driven logistics process. 
• Reduce the number of suppliers and work more intensively with those given a preferred 
long-term relationship. 
• Create a network of suppliers to build common understanding and learning about waste 
reduction and operational efficiency in the delivery of existing products and services. 
 
In outlining these characteristics it is obvious that a great deal of supply chain thinking is based 
either on copying from, or adapting, the basic insights that have been gleaned from the way in 




This research shall focus on technological product transfer through outsourcing therefore the 
population for this study consists of the multinational firms in the semi-conductor and aerospace 
businesses located in Penang. It is important to highlight that Penang state is highly populated 
with multinational companies as compared with other states in Malaysia. Therefore the selected 
state should be able to represent Malaysia as a whole. 
 
The sampling frame will be drawn from multinational companies listed in Penang Development 
Corporation’s directory.  It is expected based on the information from the sampling frame, 120 
multinational companies are from different countries of origin (namely US, Germany, Japan, 
Malaysia, Taiwan and UK) and they are involved in semiconductor, computer & computer 
peripherals, telecommunication, electrical products, composites, avionics, aerospace related and 
instruments industries.  Data to be analyzed using the multiple regression model. 
 
The unit of analysis for this study is an individual (industrial professional) that had been 
working with multinational companies for more than 5 years with an expectation that these 
individuals must had an experience with product transfer through outsourcing event. The 
respondents can be general managers, project managers, functional managers, executive staff 
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time to market of new products (Handfield et al, 1999). In many industries the management of 
suppliers can account for as much as 60% to 80% of manufacturing cost (Asmus & Griffin, 
1993). The management of supplier relationships is a vital task for manufacturers as it can 
contribute to both competitiveness and profitability of a company (Lemke et al. 2000). 
Handfield and Nichols (1999) also emphasize the importance of relationships for the effective 
management of supply chains. They state that the technological and physical transfer elements 
are understood, and that the issue of relationships is more difficult, less well understood and 
therefore more fundamentally important. Tait (1998) states that companies that make supplier 
relationships a priority are rewarded with better financial performance and greater customer 
satisfaction. 
 
As highlighted by Christopher (1997), effective supplier management strategy can take costs out 
of the supply chain. Supplier management strategy is the strategy used by the manufacturer to 
improve its supplier’s performance and capabilities to meet the manufacturer’s short term and/or 
long term supply needs. Supplier management is concerned with organizing the optimal flow of 
high quality, value for money materials or component to manufacturing company from a 
suitable set of innovative suppliers (Goffin et al, 1997). This strategy allows the manufacturer to 
bridge the gaps after the supplier selection process, between its suppliers’ capabilities and its 
own expectation. Effective supplier management can take costs out of the supply chain. By 
involving suppliers in product development activities and continuous improvement efforts, 
suppliers learn about customer requirements, culture and decision making patterns which help 
them to be more efficient in meeting the manufacturer’s expectation (Cocks, 1996; Epatko, 
1994; Leenders, 1994; Minahan, 1996; Morgan & Monczka, 1996; Towler, 1996). These 
strategies help organizations enhance communication, share knowledge, improve decision 




Outsourcing entails a long term relationship between supplier and beneficiary, with a high 
degree of risk-sharing (Lee & Kim,1999).  Essentially in outsourcing agreements, the 
relationship between the companies and their partners are based on trust and contracts. So it is 
very important that the right partners are selected based on criteria like credibility, expertise and 
reliability (Elmuti, 2003). This will eventually lead to close ties and relationships (Barthelemy, 
2003).  
 
Successful implementation of an outsourcing strategy has been credited with helping to cut cost 
(Greer, Youngblood & Gray, 1999; Gupta & Zeheuder, 1994), increase capacity, improve 
capacity, improve quality (Lau & Hurley, 1997; Kotabe, Murray & Javalugi, 1998), increase 
profitability and productivity (Casale, 1996; Sinderman 1995), improve financial performance 
(Crane, 1999), lower innovation costs and risks (Cullen & Willcocks, 2003; Quinn, 2000), and 
improve organizational competitiveness (Lever, 1997; Sharpe, 1997;Steensma & Corley, 2000). 
 
Therefore it is important of this research to study the supplier relationships with its antecedent 
and supplier management strategy and their contribution to the outsourcing success. Thus this 
shall be the gap to be tested for the contribution to the body of knowledge in successful 
outsourcing theory. 
 
SUMMARY AND CONCLUSIONS 
 
Many companies strive to fight global business pressure that amplified dramatically in recent 
years through manoeuvring outsourcing. Nevertheless, outsourcing success highly rely on 
relationship between supplier and manufacturer. On the whole, relationship between supplier 
and manufacturer extremely provide several benefits such as impact on cost, quality, technology 
and time to market of new products. More to the point, lean approach supplier management 
strategy also plays its role through impact on the relationship between supplier-manufacturer 
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relationships with outsourcing success. Therefore, this study reveals outsourcing success 
through conceptualization of the relationship between relational oriented exchanges and 
outsourcing success, antecedent relational oriented exchange and outsourcing success and 
impact of lean approach supplier management strategy as a moderator to reveal impact on 
outsourcing success. Theoretically, the present study emphasize role of lean approach supplier 
management strategy towards improvement of relationship between supplier manufacturer 
relationships and outsourcing success. Practically, the present theoretical framework may 
beneficial for organizational administrators and managers particularly manufacturing industries 
for an assessment of outsourcing success. Even though this study considers supplier-
manufacturer relationship with the outsourcing success and impact of lean approach supplier 
management strategy as a moderator, there may be other critical factors that influence 
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